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Summary  
 
This paper focuses on the conditions under which it is possible to strategize 
corporate social responsibility (CSR) in small and medium sized companies 
(SMEs). Previously, the focus in the CSR discussion was lying on multinational 
corporations (Jamali et al, 2009), whereas SMEs were ignored for a long time 
(Spence, 1999). Now, entrepreneurship and small businesses are commonly seen 
as the drivers for economic development (Spence and Rutherfoord, 2003). SMEs 
are responsible for 90% of business worldwide and for 50-60% of employment 
(Jenkins, 2004; Luetkenhorst, 2004). The focus therefore is on SMEs. 
 CSR is the term that is most often used in the context of SMEs. However, 
some authors argue for ‘responsible competitiveness’ as an alternative concept 
for CSR (Murillo and Luzano, 2006). ‘Responsible business practice’ (RBP) is 
an alternative term that is prominently used (Southwell, 2004). Both terms are 
used as synonyms in this study. 
 There are strong indications for believing that CSR can have a positive 
impact on competitiveness (European competitiveness report 2008). However, 
more research is required to measure and analyse the ways in which CSR might 
enhance competitiveness. Porter and Kramer (2006) argue that if companies 
would use the same framework for analysing their opportunities with respect to 
social responsibility as for those they use for their core business choices, they 
would find CSR to be a source of innovation and competitive advantage rather 
than a cost or a constraint. Porter and Kramer (2006) describe two tools for 
mapping these social opportunities: mapping the social impact of the value chain 
and mapping social influences on competitiveness by using a diamond 
framework. Moore et al. (2008) recognized the lack of a general set of criteria 
for RBP and derived 16 criteria against which such activities can be assessed 
and make comparison possible. An initial assessment to the U.K. Fair Trade 
organisations was performed by them. It seems plausible to use these 16 criteria 
as a basis for further research across a broader and international range of SMEs. 
Furthermore, these criteria could make a contribution to a more systemically 
leverage of CSR in SMEs.  
The need for a comprehensive framework with criteria for judging and 
leveraging ‘responsible competitiveness’ for SMEs has been recognized. This 
paper aims to contribute to strategize responsible business practice in SMEs by 
implementing Porter and Kramer’s (2006) social impact of the value chain and 
diamond framework into Moore et al.’s (2008) set of 16 criteria for RBP and use 
it as a tool for creating ‘responsible competitiveness’ in SMEs.  
 We have chosen the food sector to look for other groups of SMEs where 
the fundamental values of the business are shared. EKO certified companies 
seem a homogenous group with an equal ethical approach to business suitable 
Responsible competitiveness: under which conditions is it possible to strategize CSR? 
____________________________________________________________________________________________________ 
____________________________________________________________________________________________________ 
Open Universiteit Nederland maart 2011  3 
 
for an exploratory study on RBP in SMEs. From the Skal public list of 
producers a random sample of 60 companies has been drawn. These companies 
were invited for an initial assessment of the framework. The data collection 
contained two stages. The first stage was an indirect approach by means of a 
website analysis for the RBP criteria in the framework. The second stage was 
carried out by means of a website-survey designed with SurveyMonkey.  
 As for Moore et al.’s (2008) criteria 10 of the 16 were found present at the 
website analysis. With Porter and Kramer’s (2006) additional key terms 11 of 
the 16 criteria were found present. This is much lower than Moore et al.’s (2008) 
findings in the U.K. Fair Trade organisations (14 of the 16 criteria present). The 
disclosure rate against Moore et al.’s (2008) criteria for all organisations was 
15.6%. With additional key terms we found a disclosure rate for all criteria for 
all organisations of 20%. The disclosure rate in Moore et al.’s (2008) research 
was 49.6% for the website disclosure rising to 57.5% for the full disclosure.  
This suggests that only a fifth part of the criteria is satisfying for the companies 
studied. 
 Regarding the written request, the total response ratio of 13.3% was not in 
accordance with our expectations. At the same time this is the major limitation 
of our research. Possibly, however, for this reason: there were comments on the 
questions about the collection of additional information under which conditions 
strategic CSR (can) take(s) place. The questions were found too abstract and in 
some cases the questions fail buttons like ‘not relevant’. Besides, it seems the 
nature of the presentation and content of the questions presents a threshold. 
 Because of the few observations we must be very careful when drawing 
conclusions. We could argue the framework itself in fact shows the conditions 
for strategic CSR. But there have also been some remarks on the criteria and the 
conceptual framework in general which have been identified as suggestions for 
further research. Predominating this, we tentatively suggest the conclusion that 
SMEs are involved in the CSR discourse, but not seem to recognize nor use 
CSR as a possibility to enhance their competitiveness. More specific, our 
presented conceptual framework seems neither recognized nor considered as a 
tool to integrate social issues in a pragmatic way. The critics are considered a 
reinforcement of the conditions of the framework. 
 This provisional conclusion can be used by managers and policy makers 
in –EKO- SMEs. So far all respondents declared to be socially active as well as 
profit maximising. Furthermore, Porter and Kramer (2006) found a link between 
competitive advantage and CSR. Our conceptual framework -based on this link- 
is a tool to become more involved in the CSR discourse. Tailored, it can be used 
to create a social agenda and look for the conditions and opportunities for 
creating competitive advantage that fits the particular company. 
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Introduction 
 
Nowadays governments, activists and the media are holding companies 
accountable for the social consequences of their activities (Porter and Kramer, 
2006). As a result of this increasing interest of society in responsible behaviour, 
many companies are concerned about their integrity. They are even developing 
ethical codes to promote responsible behaviour of their employees. To obtain a 
licence to operate, they are trying to meet the expectations of their stakeholders 
as well as to pay respect to the ‘triple P’, that is ‘profit, planet and people’ 
(Graafland et al, 2003; Steurer and Konrad, 2009). The most common phrase for 
the awareness on social consequences of activities is ‘corporate social 
responsibility’ (CSR). The European Commission’s definition (European 
Competitiveness Report, 2008, p.106) of corporate social responsibility is: ‘a 
concept whereby companies integrate social and environmental concerns in their 
business operations and in their interaction with their stakeholders on a 
voluntary basis’.  
 Previously, the focus in the CSR discussion was on multinational 
corporations (Jamali et al, 2009), whereas small and medium sized businesses 
were ignored for a long time (Spence, 1999). Now, entrepreneurship and small 
businesses are commonly seen as the drivers for economic development (Spence 
and Rutherfoord, 2003). A continuing trend of the last decades has been that 
small and medium sized enterprises (SMEs) are growing in number as well as in 
economic importance. They are responsible for 90% of business worldwide and 
for 50-60% of employment (Jenkins, 2004; Luetkenhorst, 2004). SMEs make up 
for nearly all the companies in the food, footwear, furniture, textiles and 
clothing sectors in the European industry (Commission staff working document: 
European industry in a changing world, updated sectoral overview, 2009).  
SMEs are frequently seen as a problem within the CSR discourse, because they 
fail to become involved with it. The CSR discourse itself has a problem since it 
fails to involve SMEs (Jenkins, 2004).  
 The exact terminology for the social responsibility of companies is 
important, because it is a reflection of the issues that are at stake. CSR is the 
term that is most often used in the context of SMEs. However, some authors 
argue that the term is not appropriate (Southwell, 2004). Murillo and Luzano 
(2006) argue for ‘responsible competitiveness’ as an alternative concept for CSR 
in the context of SMEs that are already active and for those that wish to enhance 
their competitiveness by integrating social issues in a pragmatic way. 
‘Responsible business practice’ (RBP) is an alternative term that is prominently 
used in the study of Southwell (2004) and it is also recognized by the European 
parliament (European parliament, 2007, p.5). The implications of the study of 
Responsible competitiveness: under which conditions is it possible to strategize CSR? 
____________________________________________________________________________________________________ 
____________________________________________________________________________________________________ 
Open Universiteit Nederland maart 2011  6 
 
Murillo and Luzano (2006) point out the need to link CSR to improvements in 
competitiveness. There are strong indications for believing that CSR can have a 
positive impact on competitiveness at European, national, regional and sector 
level. The overlap between ‘responsive competitiveness’ and CSR at macro 
level and sector level may be greater than is often acknowledged. However, 
more research is required in order to measure and analyse the ways in which 
CSR might enhance competitiveness at the various levels (European 
competitiveness report 2008).  
 Porter and Kramer (2006) point out that the current approaches of CSR 
ignore the business aspect with the result that large chances for companies to 
serve society are hardly noticed. They argue that if companies would use the 
same framework which they use to analyse their opportunities with respect to 
social responsibility as for those they use for their core business choices, they 
would find CSR to be a source of innovation and competitive advantage rather 
than a cost or a constraint. Porter and Kramer (2006) describe two tools for 
mapping these social opportunities: mapping the social impact of the value chain 
and mapping social influences on competitiveness, using the diamond 
framework. Based on this Jamali et al. (2009) raise the important question: ‘is it 
possible to strategize CSR while preserving the philanthropic conception of CSR 
that SMEs seem attached to?’ Moreover, Moore et al. (2008) recognized the lack 
of a general set of criteria for responsible business practice (RBP) against which 
such activity can be assessed. Without such criteria comparison between 
separate studies is difficult. A set of 16 criteria for RBP in SMEs was derived 
from the literature and an initial assessment of the criteria applied to the U.K.  
Fair Trade organisations was made. It seems plausible to use these criteria as a 
basis for further research across a broader and international range of SMEs. 
Furthermore, these criteria could make a contribution to a more systemically 
leverage of CSR by SMEs.  
 Clearly there is a need for a comprehensive framework with criteria for 
judging and leveraging ‘responsible competitiveness’ for SMEs. The aim of this 
paper is to assist with strategizing responsible business practice in SMEs by 
answering the following question:  
 
Under which conditions is it possible to strategize ‘responsible business 
practice’ (RPB) by implementing Porter and Kramer’s (2006) social 
impact of the value chain and diamond framework into Moore et al.‘s 
(2008) set of 16 criteria for RPB and use it as a tool for creating 
‘responsible competitiveness’ in SMEs?  
  
 This research attempts to answer this question by first reviewing the 
literature on responsible business practice, competitiveness and SMEs in order 
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to construct a conceptual framework for responsible competitiveness. Second, 
an initial assessment of the framework is made by means of a website analysis, 
followed by a tailored written request. Furthermore, this survey may provide 
additional evidence on whether the 57.5% ‘satisfaction’ rating found in Moore et 
al.’s (2008) research is common in other groups of SMEs to confirm or improve 
upon their 16 criteria.  
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Terminology and literature review  
 
This paper aims to elucidate under which conditions it is possible to strategize 
responsible business practice in SMEs. The goal of this chapter is to develop a 
comprehensive framework with which this question can be answered. The 
terminology on CSR/RBP, SMEs, competitiveness and the relationship between 
these is explained and definitions are defined based on the existing literature. As 
we want to combine Moore et al.’s (2008) set of 16 criteria for RBP in SMEs 
with Porter and Kramer’s (2006) value chain and diamond framework, a brief 
summary of both models will be given. A comparative analysis with advantages 
and disadvantages of the models from Moore et al. (2008) and Porter and 
Kramer’s (2006) will be made to gain a conceptual framework of responsible 
competitiveness. In this overview we will also show additional variables that 
have to be taken into account. Since RBP is an often used alternative for CSR, 
both terms will be used as synonyms in this study. 
 
CSR 
Carroll (1979) issued as one of the first a definition and framework on CSR. 
During the last few decades, many refinements and alternative definitions on 
CSR have been established. ‘CSR is the voluntary integration of social and 
environmental concerns into business operations and into firms’ interaction with 
stakeholders (European Commission, 2001; Lozano, 2008; Vilanova et al., 
2009)’ is a nowadays frequently used and accepted definition. The relationship 
of business organizations to their stakeholders as a crucial aspect of CSR is 
subscribed to by Suchman (1995), Molteni (2004) and Steurer and Konrad 
(2009). Ingenbleek et al. (2007) agree with this proposition by pointing out that 
‘the relationship of firms with society are in fact relationships with 
stakeholders’.  
 The increasing publications on CSR are discussing firm size and 
implementation of the above definition of CSR. First, the focus in the CSR 
discussion lies on multinational corporations (Spence and Rutherfoord 2003; 
Jamali et al, 2009). However, the literature on CSR in SMEs is now burgeoning 
(Moore and Spence, 2006). In relation to business ethics, small and medium 
sized businesses have been forgotten for a long time (Spence, 1999; Jenkins, 
2006). Graafland et al. (2003) argue that it is relatively more important for large 
firms. However, entrepreneurship and small businesses are now commonly seen 
as the drivers for economic development, job creation, social aspects, employee 
health and welfare (Spence and Rutherfoord, 2003; Spence and Perrini, 2008). 
The need to promote socially responsible business practice among small and 
medium sized businesses is therefore noted (Howells, 2001; Southwell, 2004). 
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CSR can create opportunities for SMEs, such as innovation, cost savings, market 
access and broader social benefits (Spence and Perrini, 2008). 
 Furthermore, there is no general accepted framework of criteria on social 
and environmental concerns and no agreement on how to implement these 
criteria into firms’ core business operations (Porter and Kramer, 2006: Vilanova 
et al., 2009; Russo and Perrini, 2010). Carter and Jennings (2004) argue ‘CSR is 
not only synonymous with business ethics but also encompasses dimensions 
including philanthropy, community, workplace diversity, safety, human rights 
and environment’ (Maloni and Brown, 2006, p.36). 
 In 2005 and 2006 the European Commission included business 
contribution to the growth of jobs and strategy and to sustainable development 
to their definition of CSR. The focus is now on how enterprises make profit and 
not what they do with their profit (European Competitiveness Report 2008). In 
general, researchers are moving on from defining and identifying CSR activities 
to examining the strategic role of CSR in organizations (McWilliams et al., 
2005; Porter and Kramer, 2006). Husted and de Jesus Salazar (2006) define the 
strategic use of CSR as instances where there are clear benefits to the 
organization for engaging in CSR. 
 Finally, Porter and Kramer (2006) pose that (corporate) attention to CSR 
is not entirely voluntary. Initiatives awoke since the gaining public points out 
responsibility of firms which they ignored previously. These issues on CSR will 
be discussed further in the next paragraphs. 
 
CSR and SMEs 
There is an on-going discussion in the literature on the precise definition of 
SMEs (Curran and Blackburn, 2001). Meanwhile, the European Union uses a 
reasonably clear definition in which SMEs are defined as either micro, small or 
medium sized businesses from less than 10 to up to 250 employees and a 
turnover or balance sheet total as described in the table below (Table 1). 
 
Table 1. SME definition 
Category Headcount Turnover Balance sheet total 
Medium-sized < 250 ≤ €50 million ≤ €43 million 
Small < 50 ≤ €10 million ≤ €10 million 
Micro < 10 ≤ €2 million 
O 
R 
≤ €2 million 
Source: EU1 
 
 The term SME is commonly used in international organizations and the 
EU. As the focus in this study on EU countries, the EU definition is preferable.  
                                                 
1
 http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/sme-definition/index_en.htm 
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SMEs are socially and economically important, since they represent 99% of all 
enterprises in the EU2. They provide around 65 million jobs and contribute to 
entrepreneurship and innovation (European Commission, 2003), job creation, 
employee health and welfare (Spence and Perrini, 2008). SMEs are not a 
homogeneous group. They are small, generally informally managed and thus 
different (Graafland et al., 2003; Fassin, 2008). 
 As we discussed above, there is an increasing pressure on SMEs to join 
the trend of CSR. However, SMEs see the term CSR as a concept linked to large 
multinationals, because of image or practices that are beyond their range or 
potential (Gadenne et al., 2009) such as size, resources, management style and 
personal relationships issues (Williamson et al., 2006). Research on European 
SMEs in relation to CSR has shown that SMEs are in contrast to large firms not 
likely to develop and adopt CSR activities (Spence and Perrini, 2008) nor make 
use of CSR instruments like large firms do (Graafland et al., 2003). Spence et al. 
(2000) show that implementing CSR costs relatively more time, money and 
effort in small firms than it does in large firms. According to Perrini et al. (2007) 
the engagement of SMEs in CSR is on a different profile than in large firms. 
Large firms are more likely to meet the requirements of their stakeholders 
through CSR standards. However, it is recognised that SMEs could practice 
CSR (Williamson et al., 2006). 
 SMEs that are already engaged in the field of CSR consider these 
activities as normal and have them linked to their culture and business model 
(Murrilo and Luzano, 2006). They have little awareness (Gadenne et al., 2009) 
of social responsible practices in relation to profit and loss. It is simply assumed 
that CSR activities have a positive effect on their management. The values of 
their founders are of crucial influence to CSR practices. Therefore development 
of CSR is seen as a link to leadership. The study by Murillo and Luzano (2006) 
showed that SMEs consider the most important criterion permitting CSR to be 
the relationship between the company and their employees, followed by the 
relationship with external stakeholders. The focus of this study therefore was on 
the internal stakeholders of SMEs. Janjuha-Jivraj (2003), Jenkins (2004) and 
Spence (2000) also show that employees are the key stakeholders for SMEs 
(Spence, 2007). In addition, Russo and Perrini (2009) point out that the 
relationship between CSR and SMEs could be better explained if both the notion 
of social capital as well as the stakeholder view is taken into account. Gadenne 
et al. (2009) argue that the implementation of environmental practices is 
influenced by external stakeholder groups and also internally by employees and 
owner/manager attitude. Besides, the authors point out the willingness of SMEs 
to contribute voluntarily to environmental organizations. The stakeholder view 
                                                 
2
 http://ec.europa.eu/enterprise/policies/sme/facts-figures-analysis/sme-definition/index_en.htm 
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as well as voluntary contribution are important aspects of formulating criteria 
and strategizing CSR in SMEs (Gyves and O’Higgins, 2008).   
Criteria for CSR  
Often, the implication of ethics in business concepts is regarded as a problem 
rather than being a positive element for innovation. This and the perceived 
complexity of issues is the main barrier in resolving ethical dilemmas. SMEs 
should comply with ethical standards or criteria on social, ecological or other 
ethical issues as being a ‘license to sell’. When the issues stakeholders raise can 
be more negatively explained by critics, the need for standards set by firms and 
stakeholders arise (Ingenbleek et al., 2007). A CSR4U campaign points out in 
their guide to best practice that CSR activities should not be just good intentions, 
but been seen as a source of competitive advantage. Therefore the development 
of a formal policy or programme is needed. SMEs need customised support to 
meet their specific needs. As Murillo and Lozano (2006) argue, to be able to 
integrate CSR in normal management practice in SMEs it is necessary to 
consider what criteria and approaches must be taken into account. Moore et al. 
(2008) noted the need for a general set of criteria for CSR in SMEs. From the 
small business ethics literature they formulated a set of 16 criteria for 
Responsible Business Practice (RPB) in Small- and Medium-Sized Enterprises 
(SMEs). The criteria are divided into four groups: 
- governance of RBP; 
- employees in the organization; 
- stakeholder relationships; 
- external reporting and monitoring. 
 The first two groups approach the internal perspective; the last two look at 
the external environment (Table 2). Based on literature research (Graafland et 
al., 2003; Moore, 2001) the variables size, independence and age were included 
in the study. These variables have to be included in any empirical study, 
according to Moore et al. (2008). The set of criteria was initially assessed by 
applying them to U.K. Fair Trade organisations. Fair Trade organizations fall 
completely under Southwell’s (2004) type ‘Ben&Anitas’(social enterprises). 
They are a homogenous group with an equal ethical approach to business 
suitable for an exploratory study on RBP in SMEs. The first stage of the study 
was a website analyses, followed-up by a tailored written request. Against all the 
criteria the disclosure rate for the website analyses was 49.6%. After the self-
reporting disclosure, the rate increased to 57.5%. All Fair Trade organizations 
are independent, so an analysis against independence was not possible. No 
statistically significant correlation was found between size (turnover) and age 
(years since foundation). A larger and more diverse population is needed. 
Moreover, SMEs are not homogenous and sometimes driven by owner- manager 
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values (Spence and Rutherfoord, 2001). It will be difficult to compare the results 
of this study with other (groups of) SMEs. Diversity of SMEs, criteria with little 
evidence according to Moore et al. (2008)’s study, the satisfaction rating and 
evidence across other sectors and regions are points of attention for further 
research. 
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Table 2. Criteria for RBP by grouping 
Criterion Description Key terms 
Governance of RBP 
1 Profit motive Degree to which the maximisation of profit is not a clear priority or is 
regarded as a constraint rather than a priority 
Profit(s) 
2 Code of conduct Code of ethics, values statement / rules of conduct Code of conduct 
3 Ethics committee A committee with responsibility for implementation and monitoring 
of a code of conduct or ethical matters in general 
Ethics committee 
4 Board member Member of the Board with specific responsibility for ethic issues Ethics director 
Employees in the organisation 
5 Staff handbook Internal document clarifying the position of employees on labour 
conditions, rules etc. 
Staff handbook 
6 Training for employees Training in relation to codes of ethics and their application Ethics training 
7 Responsibility towards 
employees 
Skill development 
Work-life balance 
Health and well-being 
Employee 
Employee welfare 
Employee skills 
Employee health 
Employee well-being 
Staff 
Staff welfare 
Staff skills 
Staff health 
Staff well-being 
8 Confidential person  Someone independent to whom employees can turn Mentor 
Confidential person 
Stakeholder relationships 
9 Responsibility towards the 
environment 
Environmental policy 
Recycling 
Reducing waste 
Environment(al) 
Sustainable(ility) 
10 Responsibility towards the 
community 
Supporting sport activities 
Support cultural activities 
Support health and welfare activities 
Support educational and training activities 
Give preference to personnel from socially deprived groups when 
recruiting 
Participate in public affairs or political process on behalf of the 
enterprise 
Community(ies) 
11 Responsibility towards 
suppliers 
Ethical sourcing policy and practices Supplier(s) 
Producer(s) 
12 Responsibility towards 
customers / clients 
Product service / safety 
Product service / quality 
Pricing / value for money 
Customer satisfaction 
Marketing information 
Customer(s) 
Client(s) 
13 Responsibility towards 
competitors 
Behave responsibly in relation to competitors 
Collaborate appropriately 
Competitors(s) 
External reporting and monitoring 
14 Certification ISO9001 (quality) 
ISO140001 (environmental) 
Investors in people 
ISO9001 
ISO14001 
Investor(s) in people 
15 Communication with 
stakeholders 
Communication with: 
Employees 
External shareholders 
Customers 
Supplier 
Government (local or national) 
Media 
Stakeholders(s) 
16 Social report Publication of an (annual) audit of social and environmental impacts Social report 
Social account(s) 
Environmental report 
Source: Journal of business ethics, DOI 10.1007/s10551-008-9992-9  
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CSR and competitiveness 
If we want to examine the strategic role of CSR/RBP, it is necessary to discuss 
the link between CSR and competitiveness. In this study we adopt the 
competitiveness definition of Murths and Lenway (1998), who describe 
competitiveness as the strength of an organization in comparison with is 
competitors. Responsible competitiveness is, according to Pascal Lamy, 
Director-General of the World Trade Organization, ‘about creating a new 
generation of profitable products and business processes underpinned by rules 
that support societies’ broader social, environmental and economic aims. The 
State of Responsible Competitiveness demonstrates the practical potential of 
responsible competitiveness strategies to deliver trade and investment while 
striking the right balance between national and global interests, and public and 
private gain’. Kofi Annan shares this view and refers to responsible 
competitiveness as ‘the human face of globalisation’. It can play a significant 
role in enhancing the economic performances of a country in relation to 
sustainable development. Moreover, it can be used as an analytical framework 
for better understanding of potential and practical competitiveness on different 
levels (Zadek, 2006). The following challenges and dilemmas for responsible 
competitiveness are noted: 
- it is a distraction for maximising economic growth; 
- it is to weak to win the race on price competitiveness with others who 
undermine social and environmental standards; 
- it prevents economic growth in developing countries, because multinationals 
in developing countries enjoy competitive advantage of responsible 
competitiveness; 
- it will be copied and competed away after it appears to give competitive 
advantage; ‘It’s a zero-sum game’. 
 In relation to challenges Figure 1 describes the potential of responsible 
competitiveness in three tiers on which competition between companies and 
countries take place.  
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Figure 1. Three tired framework of responsible competitiveness 
 
 The first tier ‘the business case’ is the subject tier of this report. Zadek 
(2006) explains it as direct, specific business benefits. The business case for 
CSR is the link between competitiveness and CSR and has long been a topic at 
firm level for CSR researchers and practitioners (European Competitiveness 
Report, 2008, p.106). Several researchers have found compatibility or 
acknowledge a link between CSR and competitiveness and reciprocal advantage 
(Naffziger and Montagno, 2003; Castka et al., 2004; Gyves and O’Higgins, 
2008; Salam, 2009; Vilanova et al., 2009). Rheinhardt et al. (2008) criticise this 
link by adding that it does not apply for all firms and all responsible activities. 
Williamson et al. (2006) argue that SMEs will attempt to improve ‘business 
performance’ as a different criterion than ‘the business case’. Furthermore, 
Lozano (2008) and Vilanova et al. (2009) point out that the implied link takes 
shape by an innovation and learning process. Also McWilliams and Siegel 
(2001) and Porter and Kramer (2006) suggested the link between 
competitiveness and CSR, but with the comment that the nature of this 
relationship is still unclear; for Porter and Kramer (2006) a reason to do further 
research on this topic.  
 
Porter and Kramer’s (2006) link between competitive advantage and CSR 
There are a lot of organizations ranking companies for their performance on 
CSR. As a result of that, it is inevitable for business leaders to give priority to 
the emerging importance of CSR. In the article ‘The link between competitive 
advantage and CSR’ Porter and Kramer (2006) present a new look to ‘the 
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relationship between business and society that does not treat –corporate- success 
and social welfare as a zero-sum game’ (see also Zadek’s challenges and 
dilemmas on RBP (2006)). In 2005 360 shareholder decisions on CSR were 
filed. In the same year 64% of the 250 largest corporations reported on CSR. 
However, there is a lack of a corresponding framework for CSR activities and 
performance targets on these activities are even rarer.  
According to proponents, there are 4 arguments prevailing for CSR:  
- moral obligation: ‘do the right thing’; 
- sustainability: ‘enlightened self-interest’; 
- license to operate: ‘pragmatic, constructive dialogue with stakeholders’; 
- reputation: ‘focus on satisfying external audiences’. 
  The weakness of these arguments is that they do not focus on the 
interrelationship between business and society, the basic need to advance CSR. 
Business and society should follow the principle of ‘shared value’ and integrate 
social activities into their core business framework. Porter and Kramer (2006) 
describe 2 forms of these integration, inside-out linkages and outside-in 
linkages. Inside-out linkages are the positive or negative social consequences of 
the value chain in their normal way of business, see Figure 2: ‘Mapping the 
social impact of the value chain’.  
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Figure 2. ‘Mapping the social impact of the value chain’ 
 
 The value chain can be used to map the opportunities and threats of the 
social consequences of a company’s activity in order to investigate and prioritize 
them, to clear away negative aspects as much as possible and search for  
opportunities which have positive impacts. It can lead to a social agenda for the 
company for ‘good citizenship and mitigating harm’, what Porter and Kramer 
(2006) call ‘responsive CSR’. 
 The outside-in linkages are the external social influences, also on the 
competitive context of the company, see Figure 3: ‘Social influences on 
competitiveness’.   
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Figure 3. ‘Social influences on competitiveness’ 
 
 The diamond framework can be used to understand how a company’s 
condition at a given location can affect its possibilities to compete. It is divided 
into four areas: 
- the quantity and quality of available inputs; 
- the rules and incentives that govern competition; 
- the size and sophistication of local demand; 
- the local availability of supporting industries.  
 To create competitive advantage it is necessary to use the opportunities 
for shared value by integrating inside-out and outside-in practices: ‘strategic 
CSR’, Porter and Kramer (2006).  
 
Comparative analysis 
To elucidate under which conditions it is possible to implement ‘strategic CSR’ 
in SMEs and to come to a conceptual framework, we first need to discuss the 
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agreements, differences and (dis)advantages on both Moore et al.’s (2008) and 
Porter and Kramer’s (2006) models.  
 Moore et al.’s (2008) study is explorative. Porter and Kramer’s (2006) 
study is conceptual. Moore et al.’s (2008) purpose is to identify a general set of 
criteria for CSR in SMEs and use it as a tool to judge CSR activities in different 
kind of SMEs, countries and sectors. Porter and Kramer (2006) introduce a 
framework which can be used to identify the effects companies have on society, 
to determine which ones to focus on and suggest manners to do so.  
 In contrast to Moore et al. (2008) and other economists, Porter and 
Kramer (2006) use a qualitative approach in their study. Porter and Kramer 
(2006) do not use mathematical models for ranking, but give a verbal 
description of activities and use a list of illustrating examples of social impacts. 
The framework is grounded on economic principles and based on competition 
on open markets as the core for economic competitiveness (Ketels, 2006). Not 
the ranking aspect, but the strategic aspect of reaching performance targets, is 
their most important issue of concern. The advantage of this qualitative 
approach is that it provides accessible advice to practitioners for more strategic 
use of CSR. It is one of the purposes of this study. Moore et al. (2008) have a 
more holistic viewpoint. They present not a complicated mathematical model, 
but use the proposed framework to test and make comparison on RBP criteria 
possible by reviewing it in a quantitative approach. The advantage of this 
approach is that is makes comparison possible, but the disadvantage is that a part 
of reality is stripped out. The danger is that not all situations are looked at and 
those may be the situations where one should look to find the solution. Besides, 
Moore et al. (2008) determined 16 specific criteria and used fixed descriptions 
and search terms, where Porter and Kramer (2006) use all activities of a 
company as starting point. They also use descriptions for their activities but are 
more flexible than a list of examples.  
 Moore et al. (2008) derived their set of criteria from the literature on RBP. 
Porter and Kramer (2006) use Porter’s Value Chain (1985) and Diamond 
framework (1990). Moore et al.’s (2008) criteria can be divided into 4 key 
groupings, from which ‘governance’ and ‘employees’ focus on an internal 
organisation perspective. ‘Stakeholders relationships’ and ‘external reporting 
and monitoring’ focus on the external environment. Both perspectives are the 
social consequences of a company on society. Porter and Kramer (2006) 
describe this as ‘inside-out linkages’, the social impact of the Value Chain. They 
do not only focus on the impact of companies on society, but also on the 
external conditions that influence companies the other way around. These are 
the ‘outside-in linkages’, the social dimensions of the companies’ competitive 
context. As the outside-in linkages lack in Moore et al.’s (2008) framework and 
they are an essential part of making CSR competitive, they are added to the 
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conceptual framework. However, the external conditions are not expected to be 
present on the companies’ websites. For these activities no search terms are 
added to the framework. We return on this later. 
 Where Moore et al. (2008) derived criteria for SMEs and reviewed these 
specific in ‘Ben & Anita’s’(social enterprises), Porter and Kramer (2006) use 
Porter’s Value Chain and The Diamond framework which contain all activities a 
company engages while doing business and conditions at a companies location. 
In contrast to Moore et al. (2008), Porter and Kramer (2006) do not set up 
themselves specific to classifications of companies in relation to CSR, size, age 
and independence of organisations, however they are using large companies as 
examples and these variables can be of importance in the Value Chain. 
Furthermore, Porter and Kramer (2006) aim to identify with their framework the 
positive as well as the negative effects of companies on society. Moore et al. 
(2008) only search for compliance with their criteria. We come back to these 
issues in Chapter 3.  
 Concerning stakeholders, Moore et al. (2008) and Porter and Kramer 
(2006) have a quite similar approach. However Porter and Kramer (2006) 
indicate to a critical note. Moore et al. (2008) point out that the dialogue strategy 
predominates in SMEs. The dialogue strategy pays attention to the firms 
stakeholders and ‘focuses on responsiveness to the ideas, interests and values of 
others’(Graafland et al., 2003). Porter and Kramer (2006) argue that 
stakeholders views are obviously important, but they can never fully understand 
the companies position, trade-offs or capabilities. Besides, the amount of 
pressure from stakeholders groups is not always in line with the importance of 
an issue to the company or to the world. The result is a short-term defensive 
reaction instead of creating value for society and strategic business benefits. The 
relationship with stakeholders is obvious an important part of the framework. 
The integration of Porter and Kramer’s (2006) frameworks and adding those to 
the conceptual framework must overcome this danger. 
 Finally, in relation to the voluntary aspect of CSR, Porter and Kramer 
(2006) point out that attention for CSR is not entirely voluntary. Several (large) 
companies awoke after publications and public attention for issues. Neither of 
which they have never thought to be part of their business responsibility. Moore 
et al. (2008) do not cite the voluntary aspect specifically; however the fact that 
‘SMEs may well be doing CSR without knowing it’ can also be explained as 
voluntary attention to CSR. From the viewpoint of small firm owner-managers, 
Spence and Rutherfoord (2001) derived in their study four frames of motivation 
on ethical practice and perspectives (Table 3). Depending on the issues, 
circumstances and time, it is possible the owner-manager switches to another 
frame some time. To add the voluntary aspect to the framework this matrix is 
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used, where ‘profit maximisation priority’ is seen as the least and ‘social 
priority’ as the most voluntary to CSR (underlined). 
 
Table 3. Ethical small owner-manager Matrix 
 PERSPECTIVE  
PRACTICE Profit maximising Profit satisficing 
Socially inactive Profit maximisation 
priority 
Subsistence priority 
Socially active Enlightened self-interest Social priority 
Source: Journal of Small Business and Enterprise Development,Vol 8, Nr 2 
 
 The result of the discussion above is a conceptual framework shown in the 
table below (Table 4). As the Value Chain forms the basis for competitive 
advantage and to avoid the danger of overlooking aspects, Porter and Kramer’s 
(2006) examples of social impacts are added to the framework. The most 
obvious and important examples are used in the Value Chain, so in the 
conceptual framework we keep the examples restricted to those. Furthermore, 
for the purpose of ranking CSR and make comparison possible, Moore et al.’s 
(2008) framework with the 16 criteria, descriptions and search terms have been 
taken as a starting point and Porter and Kramer’s (2006) activities (bold) and 
examples (italic) are interwoven. Where found necessary, Moore et al.’s (2008) 
search terms are extended with key words from Porter and Kramer’s (2006) 
examples. 
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Table 4. Conceptual framework for strategic CSR 
CRITERION DESCRIPTION KEY TERMS 
Governance of RBP 
1 Profit motive Degree to which the maximisation of profit is not a clear priority or 
is regarded as a constraint rather than a priority 
Profit maximisation 
Enlightened self-interest 
Subsistence priority 
Social priority 
Profit(s) 
2 Code of conduct Code of ethics, values statement / rules of conduct Code of conduct 
3 Ethics committee A committee with responsibility for implementation and monitoring 
of a code of conduct or ethical matters in general 
Ethics committee 
4 Board member Member of the Board with specific responsibility for ethic issues Ethics director 
Employees in the organisation 
5 Staff handbook Operations 
Internal document clarifying the position of employees on labour 
conditions, rules etc. 
Staff handbook 
Labour relations 
6 Training for employees Human Resource Management 
Training in relation to codes of ethics and their application 
Education and job training 
Ethics training 
Job training 
7 Responsibility towards 
employees 
Human Resource Management 
Skill development 
Work-life balance 
Health and well-being 
Safe working conditions 
Operations 
Worker safety 
Employee 
Employee welfare 
Employee skills 
Employee health 
Employee well-being 
Staff 
Staff welfare 
Staff skills 
Staff health 
Staff well-being 
8 Confidential person  Someone independent to whom employees can turn Mentor 
Confidential person 
Stakeholder relationships 
9 Responsibility towards the 
environment 
Environmental policy 
Technology Development 
Recycling 
In- and outbound logistics 
Transportation impacts 
Operations 
Emissions and reducing waste 
Biodiversity and ecological impacts 
Energy and water usage 
Hazardous materials 
Outbound logistics 
Packaging use and disposal 
After sales service 
Disposal of obsolete products 
Handling of consumables 
Environment(al) 
Sustainable(ility) 
Recycling 
Waste 
Transport 
Emission 
Energy 
Hazards(s) 
Packaging 
Disposal 
10 Responsibility towards 
the community 
Supporting sport activities 
Support cultural activities 
Support health and welfare activities 
Support educational and training activities 
Give preference to personnel from socially deprived groups when 
recruiting 
Participate in public affairs or political process on behalf of the 
enterprise 
Human Resource Management 
Diversity and discrimination 
Technology Development 
Relationships with universities 
Ethical research practices 
Community(ies) 
Support(ing) 
Diversity 
Discrimination 
University(ies) 
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CRITERION DESCRIPTION SEARCH TERMS 
11 Responsibility towards suppliers Ethical sourcing policy and practices 
Procurement 
Procurement and supply chain practices 
Uses of particular inputs 
Utilization of (ethical) natural resources 
Supplier(s) 
Producer(s) 
Resource(s) 
Resourcing 
Procurement 
12 Responsibility towards customers / 
clients 
Technology Development 
Product safety 
Product quality 
Marketing and Sales 
Marketing information 
Advertising 
Pricing practices / value for money 
Consumer information 
After Sales Service 
Product service 
Customer privacy 
Customer satisfaction 
Customer(s) 
Client(s) 
Product(s) 
Product safety 
Product quality 
Price 
Service 
13 Responsibility towards competitors Behave responsibly in relation to competitors 
Collaborate appropriately 
Competitors(s) 
External reporting and monitoring 
14 Certification ISO9001 (quality) 
ISO140001 (environmental) 
Investors in people 
ISO9001 
ISO14001 
Investor(s) in 
people 
15 Communication with stakeholders Communication with: 
Employees 
External shareholders 
Customers 
Supplier 
Government (local or national) 
Media 
Firm infrastructure 
Financial reporting 
Government practices 
Transparency 
Use of lobbying 
Stakeholders(s) 
16 Social report Publication of an (annual) audit of social and 
environmental impacts 
Social report 
Social account(s) 
Environmental 
report 
17 Available inputs Availability of human resources 
Access to research institutions and universities 
Efficient physical infrastructure 
Efficient administrative infrastructure 
Availability of scientific and technological infrastructure 
Sustainable natural resources 
Efficient access to capital 
 
18 Competition Fair and open local competition 
Intellectual property protection 
Transparency 
Rule of law 
Meritocratic incentive systems 
 
19 Local demand Availability of local suppliers 
Access to firms in relate fields 
Presence of clusters instead of isolated industries 
 
20 Supporting industries Sophistication of local demand 
Demanding regulatory standards 
Unusual local needs that can be served nationally and 
globally 
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Methodology  
 
Data collection and sources 
The seminal study of Moore et al. (2008) pleaded for further research among 
SMEs in several sectors. The food sector in the European industry (Commission 
staff working document: European industry in a changing world, updated 
sectoral overview, 2009) provides a rich sample, since SMEs make up a very 
large part of all the companies in this sector. In order to make an initial 
assessment of our framework we choose this sector to look for other groups of 
SMEs than examined in Moore et al.’s (2008) study. Condition is, however, that 
the fundamental values of the business are shared. Moore et al. (2008) 
themselves also plead for more research where comparison is made, among 
other things, in standard setting with other ethical products, in particular organic 
products (Moore, 2004). 
 Like Fair Trade, organic labels fall under the larger category of ‘ethical’ 
or ‘sustainable’ labels, which indicates that a product has certain socially or 
environmentally desirable traits (De Boer, 2003). With that in mind, organic 
companies also fall under Southwell’s (2004) type ‘Ben&Anitas’(social 
enterprises). Organic organisations have a green conscience and a social 
awareness and produce products under higher ethical conditions (Goessinger 
and Freyer, 2008). They are a homogenous group with an equal ethical approach 
to business suitable for an exploratory study on RBP in SMEs. As Pivato et al. 
(2008) mention: ‘organic products reflect a retailer’s CSR policy’. Given this, it 
is to be expected that certified organic companies have a CSR policy. Therefore 
it seems they provide a suitable sample to make an initial assessment of our 
framework. 
 The sample has been drawn at random from the public list of certified 
producers from Skal3, a inspection and certification body for organic production 
in the Netherlands. At present almost 1500 agricultural units and about 1400 
processing units, importers and trade and storage companies are registered there. 
It is this latest group we focus on in this study. To remain within the feasibility 
of the research it was decided to focus on the companies in the Southern part of 
the Netherlands. These are the regions Brabant, Zeeland and Limburg.  
 Because Skal does not have information available of their members about 
size (number of employees), turnover and the presence of a website, these 
variables had to be checked afterwards. The source for size and the presence of a 
website is found in the directories of the Dutch Trade Register of the 
Netherlands Chamber of Commerce. Data on turnover requires a membership 
                                                 
3
 www.skal.nl 
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and has to be paid for. Besides, the general accepted definition of SMEs 
according to Moore et al. (2008) is based on the EU Commission (2003), but 
only for the part which defines the number of employees. Counting of staff 
members is also the usual criterion of classification of SMEs in the Netherlands 
(Graafland et al., 2003; Uhlaner et al., 2010)), although the headcount ceiling is 
100 staff there. As the basis for our research is formed by Moore et al. (2008), it 
is decided to apprehend his criterion of less than 250 employees.  
 Given this criterion and a selection on mail code we found an overall 
population of 354 Skal members in the South of the Netherlands. From this 
population a random sample has been drawn of 10% of the organisations in 
order to predict the number of SMEs with less than 250 staff member. On the 
website of the Dutch Trade Register the following selection was made: 
enterprise, all sectors, all legal forms, economically active, ≤ 250 employees. Of 
the examined companies, 68.5% meet these criteria. This gives an estimate of 
243 SMEs for the current selection. Using this number in the sample calculator 
on http://www.journalinks.be/steekproef/ leads to a required sample size of 56 
companies. The used parameters are: errors fork 10%, reliability level 95% and 
a spacing (difference between largest and smallest of concerned the values 
observed) of 25%. The first and last parameter were filled in a little less 
conservative than the regular respectively 5 and 50% because of the expected 
shared business values of  EKO certified companies. It was chosen to take a 
round number of 60 companies.  
 Using the sample trigger on http://www.survey-onderzoek.nl/draw.html 
the first round of 60 companies was selected to examine if the drawn companies 
are SME according to the same procedure as used above. Besides, it is noticed if 
these companies have a website. This procedure is repeated during 7 rounds 
until the number of 60 SMEs with website was reached (see Appendix 1). These 
60 companies are the basis for the start of the research.  
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Research set-up 
The data collection for the initial assessment contains 2 stages. The first stage is 
an indirect approach by means of a website analysis for the RBP criteria in the 
framework (criterion 1 up to and including 16). The websites of all organisations 
included in the sample were reviewed to identify the disclosure of the key terms 
(see Table 4). First was examined if the key terms were present or not present. 
Second, the number of hits per key term was noted. Besides that this information 
gives a first impression about the degree of RBP in organic companies in the 
Netherlands and enables a comparison with Moore et al.’s (2008) findings, it 
also is a familiarisation or introduction to the companies in the research 
themselves. 
 The second stage of the data collection was carried out by means of a 
direct semi-tailored written request. This was done after the data of the first 
collection had been coded and analysed. An introductory e-mail was send to the 
attention of the General Board and / or the CSR-manager to the general e-mail 
address presented at the companies’ websites, see Appendix 2. The introductory 
e-mail presented a summary of the findings, irrespective of disclosure rate. 
Furthermore a link to a website-survey designed with SurveyMonkey4 was 
presented with two purposes. First purpose was to request for comments on the 
website analysis and give an opportunity to complete the data collection. This 
could be all types of information, documents, electronic files etcetera. The only 
condition was that it had to be existing information and not been written 
specifically for this aim. The second purpose was to collect additional 
information on under which conditions strategic CSR (can) take(s) place in 
Dutch organic companies. To obtain this information this stage was divided in 
six sub stages. It asked the companies to (in this order): 
- make a coding decision against the descriptions of criteria 1 till 16 whether 
they have a positive or negative social impact on the companies activities; 
- classify the descriptions of criteria 1 till 16 by means of Table 5; 
- prioritise the descriptions of these criteria (potential social impact) for every 
category in Table 5; 
- give comment if the results found at 3) are in accordance with the current 
social agenda of their company, why or why not; 
- indicate using issues 17 till 20 from the framework (Table 4) where their 
opportunities lie; 
- indicate using the declared opportunities of 4) where their strategic value of 
CSR is to be found by means of Table 6; 
- give comment if the results found at 5) are in accordance with the present 
strategy of their company, why or why not; 
                                                 
4
 http://nl.surveymonkey.com 
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- give comment if it is a helpful tool, why or why not; 
- give suggestions under which conditions it could be a helpful tool, according 
to the respondent.  
See Appendix 3 for the questionnaire. 
 
Table 5. 
 
 
Table 6.  
 
 
 According to Moore et al. (2008), the variables age, size (number of 
employees) and independence have to be included in any empirical study. 
Although this information is not directly necessary to answer our main question, 
it may provide additional insights that will help us to interpret the data. 
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Therefore these variables have been added to the tailored written request as a 
specific demand. However, when information about these variables was 
available at the websites, this was noted to. Furthermore, to obtain insight in the 
voluntary aspect, all companies have been asked to classify themselves by 
means of table 3, The small owner-manager matrix.  
 
Non-response  
Companies that did not respond to the request after two weeks (58 companies), 
were contacted again. For the second round this was done by telephone. These 
companies were asked if the request was received, if there were any questions 
and if a response could be expected. If not, the companies were asked for 
reasons as to why they did not respond to the request. The reasons for not 
responding were identified, however, no specific actions were undertaken to 
alleviate the objections of respondents. 
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Results  
Website analysis 
Figures 4 and 5 show the results of the website analyses that were carried out by 
the researcher. The analyses were performed for 60 companies on the 16 RBP 
criteria respectively originally used by Moore et al. (2008) and with Porter and 
Kramer’s (2006) additional key terms. If criteria were present at the website, it 
was noted and shown in the graph as ‘present’, expressed as a percentage of all 
companies. Moreover the number of hits was noted. These are the number of 
times a particular criteria was present. They are shown as ‘hits’, expressed as a 
percentage of all hits at all the companies. The sum of these results therefore is 
100%.    
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search terms
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 During the web analysis 9 companies – in spite of the selection on the 
Dutch Trade Register website- proved to be a joint-venture, daughter- or mother 
company with several establishments, more employees and / or outside the area 
of our research or abroad. However these companies have their own site, in a 
number of cases it also shows a link to the other companies’ websites. The 
websites of these connected companies, under the same company name or 
another, contain more or less evidence of RBP. For the moment, the results from 
the original websites are presented in the graph. It is to be seen after the tailored 
written request if these results are significantly different from the other 
companies in the research. It could be the business values of these companies 
differ because of size or geographical position. This can lead to less reliable 
results.   
 Two of the websites were ‘under construction’ at the time of research and 
four websites present only a start page. These were scored ‘0’ at presence and 
hits for the website analysis and are taken into account and scored – if response 
is given- within the second stage of the tailored written request. Another two 
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websites were ‘product catalogue’ only; there was hardly any general 
information about the organisation. In case of links to newspaper bulletins, 
recipes etcetera, they were not taken into account. A number of websites share 
the same information in English or other languages. In case of a complete 
website copy in the English and / or other languages, the data of one language is 
noted. In case the website is written in the Dutch language, there is translation 
bias. For example ‘platform is used as ‘community’. Furthermore the question 
was raised if ‘grower’ can also be seen as ‘producer’ and ‘experienced staff’ 
substituted by ‘staff skills’. It has not become clear from Moore et al.’s (2008) 
research that a key term has to be entirely the same or synonyms were scored to 
and if this was done only in relation to the criteria. See Table 7 for the complete 
overview of alternative denomination. It was decided to use a ‘smooth’ scoring 
method where the mentioned examples were interpreted as ‘present’ and ‘hits’ 
according to the criteria.  
 
Table 7. Alternative denomination 
CRITERION ALTERNATIVE DENOMINATION 
Governance of RBP  
1 Profit motive Good product against fair price 
Fair deal policy 
Cost leader 
Continuity 
Maximum result for the supply chain 
Employees in the organisation 
5 Staff handbook Labour aspects 
7 Responsibility towards employees Specialized team 
Professionals 
Passionate staff 
Experienced staff 
Dedicated team 
Stakeholder relationships  
9 Responsibility towards the environment Water usage 
Water waste 
Planet 
Electricity restriction 
10 Responsibility towards the community Network 
Association 
Cooperation 
Research(ers) 
Institutes 
Scientists 
WUR 
Support local agriculture 
Pleasant surrounding for nature and people 
11 Responsibility towards suppliers Purchase conditions 
Source 
Partnership 
Incoterms 
Grower 
12 Responsibility towards customers / clients Consumer 
Hygiene standards 
 
Responsible competitiveness: under which conditions is it possible to strategize CSR? 
____________________________________________________________________________________________________ 
____________________________________________________________________________________________________ 
Open Universiteit Nederland maart 2011  32 
 
 In relation to certification there were 38 ‘hits’ of alternative certification 
then ISO. Out of these, 23 companies are HACCP-certified and 21 BRC. Other 
certifications are: EurepGAP, GlobalGAP, IFS, MPS-ECAS, GMP, IKB, KKM, 
ICS, RIK, Halal, Demeter and Fair trade.  
 Similar as in Moore et al.’s (2008) research there are several criteria 
against which no disclosure was found at all: ethics committee, board member, 
confidential person, competitors and social report. Like Moore et al. (2008) 
suggest it may also be culturally appropriate in the Netherlands not having a 
board member responsible for ethics. More evident seems the fact that 
ecological background of the companies is more focused on the production 
process being organic. Moreover, the addition of ‘labour relations’ to criterion 
‘staff handbook’ was responsible for staff handbook as being present, with one 
‘hit’. Also for only Moore et al.’s (2008) key terms as for the complete set the 
number of hits are dominated by customers, employees, environment, suppliers 
and certification. This corresponds mainly with Moore et al.’s (2008) findings, 
however certification replaces community at the fifth position.  
 With the ‘smooth’ method as mentioned above and including the nine 
companies with several establishments, the disclosure rate against Moore et al.’s 
(2008) criteria for all organisations was 15,6%. With additional key terms it is 
no surprise finding a higher disclosure rate for all criteria for all organisations. 
This now changed to 20%. In the next chapter we will return to the significance 
of this finding. 
 
Tailored written request 
After two weeks 2 out of 60 companies (3.3% response ratio) responded to the 
website-survey at SurveyMonkey. After the second round, in which all 
companies were called as a reminder and the mail was sent ‘aimed’ to the agent 
for CSR , 3 more companies responded at SurveyMonkey, 1 by means of both 
Survey Monkey and E-mail and 2 only by E-mail (total response ratio: 13.3%). 
Fifteen companies gave as reason not to participate (multiple reasons could 
apply to one company): 
- to busy (10); 
- no interest for the subject (5); 
- policy to not take part at surveys (4); 
- surplus requests for surveys (2); 
- other priorities (2); 
- no resources to answer survey (1); 
- system not clear (1); 
. product sells itself (1); 
- customers find us, having a website for this purpose is not so important (1); 
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- no need for closer shaping (1); 
- for export we would be more active (1). 
Two companies responded not to participate without reason; 33 companies did 
not respond at all. 
 The observations of the 8 companies that responded are considered as 
case studies, see Table 8 for the basic facts of these respondents.  
 
Table 8. Basic facts of respondents 
RESPONDENT 
 
SCORE 
WEBSITE 
ANALYSIS IN 
% 
AGE SIZE (NUMBER 
OF EMPLOYEES) 
ACTIVITIES 
A 25 5 10 Preparation, warehousing: 
grains, seeds, nuts, south 
fruit, pod fruit  
B 25 46 21 Preparation: tins, soup 
C 25 11 5 Import, wholesale trade: 
fruit 
D 18,75 11 7 Growing flowers, 
cultivation 
E 6,25 14 6 Import, trade: potatoes, 
vegetables, fruit, 
mushrooms, fruit 
concentrates, fruit purée  
F 31,25 16 20 Warehousing, bakery 
G 31,25 3 15 Preparation: dairy, 
eggproducts  
AVERAGE (n=7) 23,2% 15,1 12  
AVERAGE OF ALL 
COMPANIES FROM 
THE SAMPLE (n=60) 
20% unknown unknown  
 
 One of the respondents remained anonymous and only responded to the 
question concerning Table 3: the ethical small owner-manager matrix, so as for 
the request we discuss the results of 7 companies. All respondents are 
independent. Respondents A, B, C, D and G place themselves in the category 
‘enlightened self-interest’, which is a profit maximising perspective as well as a 
socially active practice. This has not become clear of the two other respondents.  
 As for the comments on the scoring of the website analysis and if this is 
appropriate with what the company wants to communicate to the outside 
respondent A argues: ‘Our policy has been aimed at sustainability, to handle raw 
materials efficiently and with environmental awareness. Social aspects are on 
the screen less prominent. The question is which criteria you spawn under 
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sustainability. Furthermore, the certification with only ISO( 9001 and 14001) in 
criterion 14 (see Table 2) is too limited. As a result, this is a rather subjective 
approach. The score is appropriate for the company if the mentioned 
descriptions are all grasped under the term ‘sustainability’. If we refer to the first 
definition of sustainability by Brundtland, the score for our company lies much 
higher. We develop systems for food production which can have a worldwide 
impact on efficiency in using raw materials with large profits for greenhouse gas 
emission, land, energy and water usage’. Respondent A is the only one who has 
mapped the social impact of its companies’ activities by indicating its positive or 
negative contribution. Out of the 60 descriptions, 14 were indicated as 
‘negative’. It concerns the criteria profit motive, ethics committee, staff 
handbook, training for employees, confidential person, responsibility towards 
the community, responsibility towards suppliers, responsibility towards 
competitors and certification.  
 Respondent D also believes that his company must score higher, but from 
another viewpoint. He argues: 
‘when I fill in the scan made by another study group I end up much higher’.  
His explanation is the following: ‘if an entrepreneur starts with a company out 
of nothing, he experiences the following process: 
- beginning:  ignorantly unknowing; 
- continuation:  knowing unknowing; 
- third phase:  knowing skilled; 
- fourth phase:  unknowing skilled. 
 We are near phase 4 and sustainability and social responsibility is like 
breathing for us. It is this obvious that we even do not document this anymore. 
However, we have drawn the conclusion that we must put our vision on paper. 
That we do not reflect all our activities on this topic on our website can be 
motivated by a number of facts: we do not put all criteria on the website. The 
fact that we have a confidential person for our staff is not important for our 
customers. This also applies for criteria 1 till 5. And however criterion 9 is 
present, it does not say how we recycle and how we handle our waste. Criteria 
13 and 15 are not clear to me. I do get that social responsibility differs from 
sustainability and eventually it must abound in each other, but the request is 
from such an abstraction level that I do not attain further. Besides, it fails a 
button ‘not relevant’. We are still not making profit, for example’. This 
respondent also mentioned the lack of the ‘sustainability tale’ but in this case 
specific in relation to the certification schemes ‘Organic’ and ‘Fair Trade’. 
Furthermore, he refers to the introduction of the questionnaire which says SMEs 
are not involved in the discussion on CSR: ‘fortunately that does not apply for 
us. We are frequently asked to attend sustainability processes, working parties 
and study clubs’.  
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   Respondent B did not respond at all to his scoring and respondent C 
gives the next comment: ‘I cannot assess, because those are your criteria. 
However, we believe that we are professional within our market and that we 
want to pursue a decent policy’. Respondent E explains his lowest score as 
follows: ‘We concentrate on our market and our trade and discuss this type of 
matters directly with our customers who have an entirely personal vision 
concerning this matter in general. Social responsibility is in my opinion much 
more than a questionnaire. Besides, we do not discuss strategic matters with 
people abroad’. This observation is in contrast to the responses of the producers, 
who seem to want to communicate openly concerning CSR and to carry this out 
abroad, by website or in a different way.  
 Only 1 respondent (F, highest score) refers to the strategic using of CSR: 
‘Personally I think 95% of the companies become or are involved with CSR 
because of a strategic point of view (competitive advantage), with exception of 
governmental organisations’. The last respondent, G, has also gained one of the 
highest scores in disclosure of the criteria. In spite of that he comments: ‘It 
seems considerably low’. However, ‘on the basis of the website it is logical. Of 
course we want to be socially involved and communicate this to the outside. In 
your current score this is not apparent’. This is the only respondent who does not 
belong to the General Board of the company, but is a Sales Manager. 
 In contrast to what you might expect on the basis of the responses above, 
no information at all was provided to complete the data collection. Furthermore, 
none of the 9 companies that proved to be a joint-venture, daughter- or mother 
company with several establishments, more employees and / or outside the area 
of our research or abroad did respond to the request. It seems for this reason that 
their results do not differ from the other companies in the research.   
 The companies with the websites that were either under construction, exist 
only from a start page or product catalogue at the time of research or did not 
respond at the request at all and therefore remain scored ‘0’ both at presence and 
hits for the website analysis. 
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Discussion and conclusion 
 
Discussion 
10 of the 16 of Moore et al.’s (2008) criteria were found present at the website 
analysis. With Porter and Kramer’s (2006) additional key terms 11 of the 16 
criteria were present. This is much lower than Moore et al.’s (2008) findings in 
the U.K. Fair Trade organisations (14 of 16 criteria present). It is possible that 
the companies in this research do have a higher compliance rate against the 16 
criteria in practice. However, we did not find evidence for this proposition 
because there was no additional information (existing documents) sent that 
raised the disclosure after the website-analysis. Despite of the fact that fewer 
criterions were found present in our research, we did find correspondence with 
several criteria and their disclosure rates from Moore et al.’s (2008) research.  
 In conformity with Moore et al.’s (2008) findings the criteria ‘ethics 
committee’ and ‘board member’ did not have disclosure at our website-analysis. 
Furthermore, the rate for ‘staff handbook’, ‘code of conduct’, ‘competitors’ and 
‘social report’ was very low at Moore et al.’s (2008) research too. According to 
Moore et al.’s (2008) suggestions, it might also not seem culturally appropriate 
to have a board member responsible for ethics in the Netherlands. Furthermore, 
one of the respondents argues: ‘it is not interesting for our customers to know if 
we have a confidential person and what the content of our staff handbook is’.  
 As for the ‘competitors’ there seems to be confusion, in our present 
research as well as in Moore et al. (2008)’s. Companies with shared fundamental 
business values like Fair Trade and EKO often collaborate in a network. They 
do not identify other –in our case- EKO certified companies as competitors, or, 
as one of the respondents noticed: ‘we list our best and largest competitors at the 
links on our website’. With regard to the shared business value, Moore et al. 
(2008) consider the low rate on ‘code of conduct’ and absence of a ‘social 
report’ as a result of that, especially for Fair Trade companies. This because of 
the lack of need to formalise ethics; it is considered irrelevant because of their 
business values already being ethical. In our analysis there was no evidence of 
social reporting at all. An explanation for this absence can be found in the less 
prevalent ethical basis of EKO-certified companies compared to the Fair Trade 
movement. As it seems most companies in our research do supply non-EKO 
products too.  
 For Moore et al.’s (2008) key terms as well as for the complete set of the 
conceptual framework the number of hits is dominated by customers, 
employees, environment, suppliers and certification. This corresponds mainly 
with Moore et al.’s (2008) findings, however certification replaces community at 
the fifth position.  
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 The disclosure rate against Moore et al.’s (2008) criteria for all 
organisations was 15.6%. With additional key terms it is no surprise finding a 
higher disclosure rate for all criteria for all organisations: 20%. However, the 
disclosure rate in Moore et al.’s (2008) research was 49.6% for the website 
disclosure rising to 57.5% for the full disclosure. This suggests that in our case 
only a sixth part –or a fifth according to the conceptual framework- of the 
criteria is satisfying for the companies studied. Moreover, even a ‘smooth’ 
scoring method was used including the alternative denomination as presented in 
Table 7. It seems the companies in our research use synonyms or define criteria 
in other terms than Moore et al.’s (2008) key terms, although they cover the 
same. Furthermore, the results for certification other than ISO9001 (quality) and 
ISO14001 (environment) were evident. In spite of the fact that these alternative 
certifications are not completely interchangeable with ISO, they do reflect a 
companies’ or even industries’ quality (e.g. HACCP) or social (e.g. Fair Trade) 
standard.  
 The total response ratio of 13.3% was not in accordance with our 
expectations when filling the parameters for the sample calculator. We chose to 
be less conservative here because of the shared business values of Fair Trade 
and EKO companies. Besides, the personal approach by reflecting the 
companies’ website-scoring and the user-friendly medium Survey-Monkey 
contributed to a higher expectation too.  
 The voluntary aspect is often a component of definitions of CSR. To add 
this aspect to the framework the ‘ethical small owner-manager matrix’ was used. 
Six respondents place themselves in the category ‘Enlightened self-interest’; 2 
respondents did not reply to this question. Analysis against these categories was 
therefore not possible.  
 The average score on the website analysis of the respondents is a little 
higher than the average score of all companies from the sample. This is in line 
with the expectation that companies which are more involved with CSR score 
higher and are more likely to respond to questions concerning CSR. 
Furthermore, in spite of the fact that the average age of all companies is 
unknown, it can be posed that the average age of the respondents being 15,1 
years is relatively young. This might be an indication that younger companies 
are more involved or committed to CSR than older companies are. Moreover, 
the size of the companies that responded is rather small. All respondents belong 
to the small or micro sized companies according to our SME definition (Table 
1). 
 With regard to the question to comment on the score of the website-
analysis 3 companies argue that the ‘lack of the sustainability tail’ causes a 
lower result than in other standards for measuring CSR. With respondent 
number 3 quoting Brundtland’s definition of sustainability, the discussion seems 
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to be carried back to defining and refining CSR, instead of the strategic role of 
CSR in organizations. Moreover, only 1 company has made a pronouncement 
concerning the strategic use of CSR. Besides, there seems to be a difference in 
the degree in which the respondents want to report and communicate openly 
concerning CSR. In this case, there is a difference in attitude between traders 
and producers, although it is related only to a limited number of answers. 
Limitations 
The major limitation is the low response ratio in general and particularly 
concerning the questions with regard to the strategic use of CSR. Possibly, 
however, for this reason: there were comments on the questions regarding the 
collection of additional information under which conditions strategic CSR (can) 
take(s) place. First, the questions were found too abstract. Second, in some cases 
the questions fail buttons like ‘not relevant’. Besides, it seems the nature of the 
presentation and content of the questions presents a threshold. Furthermore, also 
no additional information (existing documents) has been sent that raised the 
disclosure rate after the website-analysis. Therefore it did not became entirely 
clear if the 16 criteria are satisfying for EKO-companies, however the low 
disclosure rate from the website-analysis gives an important indication. 
Furthermore, it remains unclear if the companies in our research do have a 
higher compliance rate in practice. Besides, it seems not all used key words are 
satisfying or clear to all respondents. 
Theoretical implications 
The results of the above discussion seem to correspond Fassin’s (2008) claim 
that social reporting is inappropriate for SMEs, in our case a sample of EKO 
certified SMEs in the southern part of the Netherlands. It might also confirm 
Murillo and Lozano’s (2006) and Jenkins’ (2006) findings that SMEs are under-
reporting CSR activities. Furthermore, the findings support on one hand the 
explanation that the ecological background of the companies seems more 
focused on the production process being organic, rather then on the governance 
of CSR. In Fair Trade companies the fundamental business values are based on 
CSR. On the other hand it is in contrast with Pivato’s (2008) conclusion that 
organic products reflect a retailer’s CSR policy.  
 The actual survey results and limitations coupled with the fact that almost 
two thirds of the companies did not respond to our request at all, might 
subscribe Spence and Perrini’s (2008) findings that SMEs are not likely to 
develop and adopt CSR activities (Spence and Perrini, 2008) nor make use of 
CSR instruments like large firms do (Graafland et al., 2003). The arguments of 
fifteen companies why not to participate in the request are primarily based 
around the participants lack of time and interest to make efforts for this 
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particular subject. This is in accordance with Spence et al.’s (2000) findings that 
implementing CSR costs relatively more time, money and effort in small firms 
than it does in large firms. Furthermore, it might also support Perrini et al. 
(2007) that the engagement of –EKO- SMEs in CSR is on a different profile 
than in large firms. However, it is remarkable that the companies that did 
respond to the written request belong to the small and micro sized companies 
within the definition of SMEs.  
Suggestions for further research 
Further studies within our outside the EKO-movement and in other geographic 
areas should confirm the propositions as laid down in the previous paragraph. 
Moreover, it must be predominated to add the alternative denomination of key 
words in future research to find if these are more satisfying. It must be taken into 
account that these could be other terms in the Netherlands then abroad or even 
differ between sectors. In extension of this discussion further research may 
provide evidence whether or to what extent other certifications than ISO9001, 
ISO140001 and Investors in People could provide evidence of CSR also, in 
general or across or within different industries and sectors. The voluntary 
international standard ISO26000 ‘guidance for social responsibility’ might also 
be an interesting and relevant input for further research in relation to our 
criterion of certification in particular and the 16 criteria for RBP in general. 
 In this context it is also a recommendation to apply other research 
methods in further research on this topic. (A) case stud(y)ies by means of 
personal interviews or group discussion(s) may provide more information about 
the conditions under which our conceptual framework can be used as a tool to 
strategize CSR. Furthermore, research in a more diverse population of 
respondents may provide evidence against the voluntary aspect of CSR. Besides, 
it seems that defining CSR is still a very important part of the discussion on 
criteria for CSR in SMEs, although researchers are moving on from defining and 
identifying CSR activities and instead focus on examining the strategic role of 
CSR in organizations (McWilliams et al., 2005; Porter and Kramer, 2006). 
Conclusion 
We have started this paper with the proposition that in the discussion on CSR 
SMEs have been forgotten for a long time (Spence, 1999; Jenkins, 2006). 
Because entrepreneurship and small businesses are now commonly seen as the 
drivers for economic development, job creation, social aspects, employee health 
and welfare (Spence and Rutherfoord, 2003; Spence and Perrini, 2008), the need 
to promote socially responsible business practice among SMEs was noted 
(Howells, 2001; Southwell, 2004). As Spence and Perrini (2008) argue: CSR 
can create opportunities for SMEs, such as innovation, cost savings, market 
Responsible competitiveness: under which conditions is it possible to strategize CSR? 
____________________________________________________________________________________________________ 
____________________________________________________________________________________________________ 
Open Universiteit Nederland maart 2011  40 
 
access and broader social benefits. However, SMEs have little awareness 
(Gadenne et al., 2009) of social responsible practices in relation to profit and 
loss. It is simply assumed that CSR activities have a positive effect on their 
management.  
 Porter and Kramer’s (2006) pose that business and society should follow 
the principle of ‘shared value’ and integrate social activities into their core 
business framework. With this motivation we integrated Moore et al.’s (2008) 
and Porter and Kramer’s (2006) models and presented this as a tool for 
responsible competitiveness (in SMEs). The first aim of this paper was to add a 
contribution to strategize responsible business practice in SMEs by answering 
the following question: under which conditions is it possible to strategize 
‘responsible business practice’ (RBP) by implementing Porter and Kramer’s 
(2006) social impact of the value chain and diamond framework into Moore et 
al.’s (2008) set of 16 criteria for RBP and use it as a tool for creating 
‘responsible competitiveness’ in SMEs? The second aim was to provide 
additional evidence on whether the 57.5% ‘satisfaction’ rating found in Moore et 
al.’s (2008) research is common in other groups of SMEs and therefore to 
confirm or improve upon their 16 criteria.  
 Because of the few observations we must be very careful when drawing 
conclusions. We could argue the framework itself in fact shows the conditions 
for strategic CSR. But there have been some comments on the criteria and the 
conceptual framework in general. These comments are considered a 
reinforcement of the conditions of the framework. Besides they have helped to 
identify suggestions for further research, as discussed earlier this chapter. 
Predominating this, we tentatively suggest the conclusion that SMEs are 
involved in the CSR discourse, but not seem to recognize nor use CSR as a 
possibility to enhance their competitiveness. More specific, our presented 
conceptual framework seems –for diverse reasons- not recognized nor 
considered as a tool to integrate social issues in a pragmatic way. As secondary 
contribution of this paper, the state of the art in the field of CSR in EKO-
certified companies in the Netherlands was shown, based on a web-site 
disclosure. With a ‘satisfaction’ rating of 20% for our group of EKO-companies 
compared to the 57.5% found in the group of Fair Trade companies, it seems the 
criteria are not hitting the target to satisfy our group of SMEs. Suggestions for 
further research were noted for this part also. 
Managerial and policy implications 
The provisional conclusion can be used by managers and policy makers in –
EKO- SMEs. So far all respondents declared to be socially active as well as 
profit maximising. Furthermore, amongst others, Porter and Kramer (2006) 
found a link between competitive advantage and CSR. The presented conceptual 
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framework –based on Porter and Kramer’s (2006) link- can be used to become 
more involved in the CSR discourse. Tailored to sector or country it can be used 
to create a social agenda and look for the conditions and opportunities for 
creating competitive advantage that will fit the particular company. 
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APPENDIX 2:  INTRODUCTION MAIL 
 
Verantwoord concurreren?  
  
Geachte heer, mevrouw, 
  
Als student aan de Open Universiteit doe ik onderzoek naar de condities onder welke 
verantwoord ondernemen strategisch ingezet kan worden in het midden- en klein bedrijf. Dit 
vanuit de achtergrond dat het midden- en kleinbedrijf niet betrokken zou worden in de 
discussie rondom verantwoord ondernemen, het voor hen moeilijker is te implementeren en 
daarmee een bron voor innovatie en concurrentievoordeel onaangeroerd blijft.  
  
De basis voor het onderzoek is een 16-tal criteria voor verantwoord ondernemen welke eerder 
onder Fair Trade bedrijven in het Verenigd Koninkrijk getoetst zijn. Uw bedrijf behoort tot de 
selecte groep die voor dit onderzoek is uitgekozen. Ik ben zo vrij geweest een kijkje te nemen 
op uw website en te noteren in hoeverre we de 16 criteria voor verantwoord ondernemen 
hebben gevonden op uw website.  
  
De voorlopige score voor uw bedrijf is:    X%  
De volgende criteria zijn aanwezig op de website:   X 
Het gemiddelde van de bedrijven uit het onderzoek ligt op: X% 
  
Het is heel goed mogelijk dat u in de praktijk meer doet aan verantwoord ondernemen dan 
zichtbaar is op de website. Vandaar dat we u willen vragen te reageren op deze bevinding via 
een vragenlijst. Deze vragenlijst kan tevens een hulpmiddel voor u zijn verantwoord 
ondernemen strategisch in te zetten in uw bedrijf. Of dit inderdaad zo is en onder welke 
voorwaarden horen we graag van u.  
  
U vindt de vragenlijst via de volgende link: http://www.surveymonkey.com/s/ZCHXHBS 
  
We beseffen dat het invullen enig denkwerk vereist en tijd vergt, maar willen het wederzijds 
voordeel van verantwoorde concurrentie nog eens benadrukken en hopen daarbij op uw 
positieve bijdrage. De gegevens in de rapportage worden samengevoegd en geanonimiseerd. 
Vanzelfsprekend wordt u op de hoogte gesteld van de resultaten van het onderzoek.   
  
Bij voorbaat hartelijk dank voor uw medewerking, 
  
Suzanne Zebregs 
Open Universiteit Nederland 
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APPENDIX 3: QUESTIONNAIRE 
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